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réf The enthu51ast1c receptlon of the flrst draft of the R

IR | Suggested Learnlhgs- _Consymer and’ Homemaklng Educatlon.

*'\xl

2

. e

v ,,J" 1n IllanlS.

o o

f» Competent personn'l for a review commmttee was sought

through correspondenc and" formed to flnal;ze means of

.'obtalnlng 1nformatlo regardlng the gulde._ Thls commlttee

a‘-
§

. suggestions. Man teachers (those w1th fdnded and non- ., - ' .

funded consumer(ﬂﬁlgfmemakxng classes) w1111ng1¥ supplled
VoL
- their ertten suégestlons, whlc were then tabulated,

' o -'consldered by Zhe rev1ew commit e,-' lncorporated into

 the present Suggested Learnings: " Consumer and omemaklng

:W' ' _ Educatlon.‘./ B ': S : ' : ) : - }
. S - Mrs. Dorothy Edmdndson and Mrs. Bettye Swanson, |

-4 L
w

: _ : authors of the flrst draft of the Su ggested Learnlngs:
) e 7 T
v ‘ Consumer and Homemakr_g Educatlon, and Dr. Wllma Warner,‘

K .5 | Dlrector of Evaluatlon, rev1ewed all changes made prlor
A to the prlntlng of'. the gulde.’f N _ ‘l £

o > ' ” : -
. . R It is our hope that thls reflned gulde w1ll be of/ . . |

°

R .as51stance to the home economlcs teachers as they adapt

) . e - T T
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e Home\nconomics teachero haVe been actively involved

R ;vm,ﬁ <;-.- At o - - -

in bonsumer eaucation for years, but not as an independent

'coursa.; Theﬁﬂonsumer and Homemaking program was 1nitiated

into thevtotai Home Econcmics program Wlth the. Vocational“

'Technical‘Education ‘Act of’ 1963 and.the Vocational Amend-
’flment of 1968.5 Since its inception, the Illinois State

% .
ocational Bducation and Rehabilitatioﬁ, DlVlSlOD

Board for

'of Vocational ‘d Tecﬁnical Education, hac w0rked With ‘““}

IllinOis home econ ics teachers to create a. competent,
& .. W B .
relevant program. ST S _
- . v ., . . S X N
'. A\l . ‘. d $
o . The Consumer and Homemaking program lS indeed a unique -

. devedopment in the total Home Economics scheme. Courses 'ep .

can be offered separately for boys and girls in the school
, 4

» - curriculum. It places upon the teacher th% responsibility e

of aiding the student in, understanding and becomin 1n~

e T o .
JvolVed in the'Wise use of resourCes as a person in the .

e ot 1dual\role of employment and home responsibilities (a role
) - .

which almost every student, both ‘boys. and girls, will

D gnundertake) ; _ L o" o 'f e
/j ‘,'_ The program should be based on demonstrated need ‘and }
- deSigned to aid the student in adjusting to- the present— ' oo e

day world. ~mhis énables ‘him to utilize all available

3 -

.\ o

resources in obtaining maXimum satisfaction Within the

,\s
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: queetlons, glve realnllfe egamples, and’develop ekllle

.family unit, The Consumer and Homemaklng program. ill~'

- '

correlate textbook educatlon w1th the world oﬁ work) answér

e

student czn use- in present ahd - future family altuatlone. 7??

.r,
-

The teacher of the Consumer and Homemaklng program

k]

is in a unlque 51tuatlon, £9r 1nd1v;dual 1nstructors must

.“. .Jv :

" be, competent in. the subject matter areas*and be able to

%

de51gn a program speclf;cally to meet the needs of the_‘ ks

i . ) o 4

. .

students, ut1l121ng avallable communlty QFCllltles.h;)

) . ST e e

Ry
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~ - The develOpment of: thls guide was the result of many !
. , R » C - + ‘2
e s 1nqu1r1es for ass 1stance to aid: the classroom teacher 1n i
o o v L ) ‘ ) .
: :‘fiﬁs;.constructlng a releVant,‘lnnOVatlve Consumer and Homeng - :ﬁ
ST e N . . ' o
3lhu[‘ : maﬁlng_program. Background 1nformat10n was. gathered u51ng /

o . <

'the following method revreW1ng currentJHome Economlcs
11terature and currlculum guldes~ observlng Consumer and'
Homemaklng‘programs 1ndactlon- 1nterv1ewang teachers and

‘,admlnigzrators partlclpatlng 1n ‘the Consumer. and Home-

:w‘,'f‘ j.- o maklng program, and malllng questionnalres to survey all

. the IlllﬂOlS school systems partlc1patrpg &n funded Con—

sumer and Homemaklng programs at’thls tlme.

o

Schools and'

? .

pr0grams 1nvest1gated covered a broad spectrum. small,

medlum, and large sChool rural, town, and non-ruralf,

W ‘. ”

. '~:and 1nner city and depressed area’ youthuh‘The malled

o g -

PO -

questlonnalres and 1nterv1ews gathered 1nformat10n deallng»

.

- with the ﬁepth.and sequende of subject matter areas; out-' y ;_
S ;u. standlngband unlque features of 1nd1v1dual programs° ﬁ, » fJ »%f
StrUétﬁre of‘the program in relation to the student. needs; n@% %;
‘ a and relevancy of the program to geographlcal and req%onal Vﬁ;'a.p'
in"~'_ v;V%__.characterlstlcs. The answers frdm the’ questlonarres ret%rnng‘ :
= 1d~'g we@e as Varaed as the program 1nvest1ga?ed "The ma1n'1n51ght =
;"; *@j 'w galned from these questlonnalres was the 1mportance of S . ?T‘
. . . ;‘. " 5 ) .

. ) o , _
o . : . . R
- e » - : S
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Toes o,

de91gn1ng an 1nd1V1dua1 program to meet the need of the-

.

'student 1n each classrocm 51tuat10n. N e . PV

*

.

‘ W1thethenknewledgesacqw1red~from»thewconoolldated ot

- information: gathered durlng’\he permodfof recearch, the-'?

-
".' -_.'.~ -

authors have attempted fo de51gn a guade whlch w111 ald

» 1 . -
o

:and stlmulate the 1nd1V1dual Consumer and Homemaklng ‘ﬁ

teacher to plan a program Spec;flcally for the school ',ﬁ

system. ThlS materlal is in no’wayrlntended to dlctate

-

the method of presentlng mater&al but should be used as '

v~
-~

a_point of.refgrence. ' _f k'& g\ e .

The authors were greatly as51sted in the preparatlon‘

a

of -the guide by teh consultants repreeentlng the varlous

~fschools surveyed, and -twp posse351ng a speC1allzed under-

¥

fstandlng in a partlcular area of educatlon.' Thelr knowle ée

1n £he area of Consumer Education and éxpﬁrlence 1n t e(type
\ /} ,

"of problems encountered by classroam teachers tas”.nyaluable.

n Ay

.~It 1s through thelr evaluatrons and recommendatxons that the

“

vauthors ‘were able to produce a usable gulde for the teacher

L. ) e, ‘s
, o

1nvolved ;n Consumer and Homemaklng sducatlon.TE' . ."_ o
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. . - Tk

‘ The sectlons are plaCed in: alphabetlcal order. Each_

lg,; o ':.sectlon beglns wnth a general purpose statement, followed

by the objectlves to be dlSCHSSGd ‘in relatlon to the sub~

ject, and a llstlng of spec1al subject references for the;f

e -

_student and teacher. e

. - ‘ : i . 7.

The body ‘of the gulde is lelded unto six columns.

A% o the concept, classrooﬂ experlences- poss1b1e resourCe

persons; related experlences, a llSt of reference books,

v

fperlodlcals and pamphlets, and a column for the teacher toff7
u - L ,'

'ﬁ_/"ﬁaevaluate the un1t 1n relatlon to partlcular c&assroomv

. .s1tuatlons.vfdf '.Vip{_‘ : ‘ .

A ; _ T, S
(7’[‘h .S = Studentm‘;lw_:iﬂll‘ﬂlj ,'l“; SHS -§Senaor ngh School :f..
- - T - Teacher >Tﬁi:?i ;} , VQfH JHS - Junlor ngh ﬁchool .;




L » . TABLE OF CONTENTS . °

Credit

% Responsibilities, Obligations, and o
+ "~ {; , Protection of the Consumer : I - 204

. -Savings and Investment

O

K
~

Advertisingy . - . T ',N '_1‘  o 1.
Appliances = Tt e T 1a

“Clqthing Puf¢hasing,?~‘-y . SR N ‘\j"” 28

-

‘.

’ Consumer Purchasing - '\~ - .. . . . 42

R

'EstategPlénning - L ;7', o o 66

¢

*

. Furniture and Accessories - L ‘100

[T
© » S W

H'ousing - S o o o R _1118.,

P

Instirance T T oo 132
Management of the‘Dual,Role. BN j? ' 156
- Money Management v - - . - 176

Recreation -~ = -° -, - - L 190~

 Taxes | . R oo 330

- f - PR o

N ,Tranaggftétion . : - ! (\\§:f42
Aﬁpende"' A .""' ‘:.7 N a 262

Referen¢es‘ _"' ' 7”',: I ' v * : 268

. . - ] -
‘ . . ) . P v

#



“ 5 .
. e : C o ) 1 N
,,_ ). mDVERmSING o o
i v . B . g: |
~ ] e . = . '}4 ‘ _/‘i |
Generallzatlon' Advertlslng stlmulates the economlc , i SNV \

growth in. the max ketplace through various technlques
.and appeals by directing the flow of the consumer's’ e
dollar. With a critical evaluation of advertising, = -
the consumer can make better use of avallable 1nfor—- .

matlon 1n utLllzlng his résources. - - - . : e
, . o - | . e
e ) . C.
Objective: Deslgn experiences which" w1ll enable the .. B e

. X . s «

sumawtm , . o . R SR

and the value of the 1nformatlon provmded the consumer

. Identmfy the functlon of advertlslng t0°the manufacturer

)
<

, L ) -
Explaln the,respon51b111t1es ‘and obllgatlons of the
manufacturer in advertlslng and the consumer's rlghts
and responslblllty in the use of 1nformat10n provlded .o

Descrlbe the various advertlslng technlques used to
1nfluence the consumer s spendlng

t

'_ . . SRR
. . . . : : ' : r-=r

Illustrate the varlous psychologlcal appeals used in 'F
»advertaslng medla‘ —_— . . (Y : .

.~

- -2

Identify nlsleading'forms of advertising and dev1se”
methods the consumer mlght use to av01d deceptlve_‘”
- practices * . o ' S , )

1

Become ‘aware of the various consumef protectlon oL P
agenc1es available to thedfamlly unit. e ’

ot

I
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L Studént Reféfences: . B S . S -
g S
' "Be Sharp! Don't Be Cheat&" -~ =~ °~ . =~ Part of series
- Consumer Education Series Book 5 e ' oo '
Ginn and Company ° e .
- "~ Teac¢her's Guide - . . o o
o . JHS, Remedial S / S , . ’ )
o ' “Beware of 'Bait and Switch'!" : Free
Y - ' Federal -Trade Commission . : ' ' -
' JHS, -SHS, Adult & o e
< i | ‘Marrled'Llfe S L. . BN o -
= ° “Chapter 12 " . - ; _
.~ Riker and Brisbane . e
o "Your Protection Against Fraudulent sales, : o
- Advertising, and: Loans" .- 7 :
' William 'J. Scott = ° PR _ : S .
Attorney General.of Illlna;s C _ -
Lo 'Teacher-Rgférenbés:' o
o o © , E , R o .
The Permissible Lie: . The In51de« , ' o o .
. Truth About Advertising * T o C ' W
Sam Sinclair Baker - , L : ' -
World Publlshlng Company' S e s ‘
: Let the Seller Beéware . ‘ S S e
~James Bishop, Jr., and Henry Hquard Ly
_ Natlonal Press Incorporated ‘ o : :
= . The Hidden Persuaders a , , S
- - - . Vance Packard . ' o ) o
Dav1d McKay Company. Inc. R . ‘ : -
) w0 WCurriculum Enrlchment Mater1als"~ - , N
. Charlotte Carr o
, Illln01s Stdte Un1Ver51ty, 197l e
: 3 [ ’ . ‘_, . o N
: - . . ;
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fFederal rade Comm1551on

Consumer Informatlon Blbllography, Superlntendent
.of . Documents, U. S Government. Prlntlng Offlce'

-

Illlnols Attorney General's Offlce

. 0 - ‘
.Chamber of Commerce . o T e
Better BuS»ness Bureau X
- 1 S L.t
t
.-
R
B
] ’ 2
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/"// L4 ‘
o ®
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Classroom Experienees

*

W

/l

: Resource Person

s SN
o , —
JFunction of
"Advertising

Y ) R4

»

Divide eclass into*teams and,
using charades game,” have students
act out commerc1a1s.; '

- . R ‘).
.o or

o

Take several advertisementsys

cover brand names, and have

students identify products.

Why do manufacturers adveftise?

‘marketplace)

" Teacher may elect to discuss &

(Function of advertising in

1. To inform fe-
2.5 To create sales”’ : '
3. To develop brand loyaltyl

-

short hlstory of advertlslng.

‘& g

marketing,

’DlSCUSS the tiree realms Vof

1, Maﬁket ealm
C packages
_ b, advertisements
2. ~Consumer .realm
‘ a. experts .:. .
, bc‘.friends B '7 T
3. No—proflt realm
: \federal & staté agencies -
b. consumer qrganlzatlons

©

deC1de the walue of each to the

Using varlous%advertlsements,

consumer.
1. 'Informa 1on obtalned

- 2. Age group

3.. Realm of reference
" "a,. endorsement

' b. status symbol I

« €. .sexual appeal
4, Psycholbglcal and emotlonal
' appeal

Dlscuss steps leadlng tg product

: adoptlon.
1. Awareness of product ex1stencev.

2. .Interest in product

-3, Evaluatlon of product

4. Trlal

o

R

‘.

»

4

L

. Local'Advertiser



9 - : . . o -
' o . Teacher-Student = | oL
Related Experiences . - References - Teacher Evaluation
. \, N
' 4 o % ¢
. " Y ) ] 4
AP R
- “ »‘
c?l . . , - . B ¢ ° k v
Interview advertiser and- v =W11helms, Helmerl, .
local communicdtions media. . and Jelley ‘ S
Why does one advertise? What . ' , :
. approach does one use? Who —Schoeﬁfeld and : X
+ , writes the advertisement? - Natella oo -
L ’ -S~Levy, Feldman,| |
o * - and Sasserath | |
e’ s . - - 3
°  T-Gordon and Lee |
T o ﬁ_T-Trolstrup * \ - o | o
) - v . ‘/ ,‘ N . ‘ '
\ T"Wamke, Wyllle,\ . . , ‘ ¢
Wllson, and Eys? . I '
o : . . B . A ..
P N Comprite
o , A T-Illinois Teachef, ‘
b . P o, U. of Illinois, . .
T . S ' - Urbana, Illln01s o
’ . A N R g _' . S . : M T
. €ollect and analyze . 0y - N
advertising samples.. B . : : ; P
v ? ] - . . L S N
. . , . q r
, \ b [N




, . ) . e

Concept . . = Classroém Expefiendes o ' Resource Person
. : Ty X ” Temo
LT e Are there other agencmes aerved o s
B . by .advertising?. ‘ S
le? Public, welfare -
' . : 2, Technical data R
Pao . (PDA»a FTC) e
- .
Reop0n51blllt1es ~,U31ng same édvertlsements, ‘what Y. s
of Advertlslng L ’?nformatlon can the consumer obtalnv. S
What information would you llke o
listed qn a product? ' : ’

2l

\?

e

What respon81b111ty does the ad~ - S
'vertlser have “to the c0nsumer? '

- wvbgw at respon51b111ty does the . ] o
' ~ - cohsumer have to the advertlser°_ T
What reSpOHSlblllty does the ‘con- .
. ‘ sumer. have to government legislation? R
_ Methods of -, Game: . Match slogam_to-product.’

" Advertising . - CoL e ’ ‘
B or . -»

. L
i

Co Quiz Game: Given & slogan, the
"' cdntestant must name the product-
v Loa ., . ‘. ! . A S -
K v . How many forms of advertlslng does
. N, one hear or see 1n/a day’ plst
e on board. : ’

\\_U51ng one produet, llst all the f' ; e,
o 'varlous ways it 1s advertlsed S AR

Major. sources of advertlslng.




. : 4 : - N . . - T s ', ;
L] . . . . R . , ) . a2

. N o S ' .-'Teacher-Student - L .

X Related L‘xper:.enc-ec - References . . Teacher Evaluation
- : A "\ ] ) ' » RS .
Does your famlly use adver= . S d -
tluements? How? . SO o S T S
S o . - « . '
. . . ¢ o .
o P .7 ’ . e .« . ’ . N . -
- Interview local communications _ S-Wilhelms, Heimerl, ‘ .
" ‘media.- What resppn51b111ty do- and Jelley 2P O
they exer01se° : - ) I
' ',_,4§—Levy,JFeldman, and . " - ] e
Group Progect. Talk to local - Sasserath’ ' - ’ R L
+ corfsumer groups about what they . e e N
are doing to aid the consumer. - TéGoxdpn and ‘Lee S 1
" S © . T-Warmke; Wyllie, o S R
& o . e . Wllson, and Eyster - . L F
: et e v . s
Group Project:  ,Devise a game, 4.S-W11helms, Heimerl S 5
. skit, or case study to show how “’and Jelley __[ S R
‘each $erson is influenced by ‘ S
advertlslng. - - 8= Schoenfeld and P
) ' ‘ ‘ Natella TR
An evening w1fh ™. .. . - o - ' -
(1) Wwatch and time one com- . .. —Levy, Feldman, and - e
mercial. (2) Turn the sound = Sasserath C S e
off. Did you understand the . - '
- message? (3) Turn your back"‘“ T-Gordon and Lee4’ :
- and just listen. o Ty
- o T-Warmke, Wyllle,‘ .
Watch one program-v (1) How ! Wllson, and %¥ster s o E
- many commercials? (2) How much . :
‘much time was devoted’ to o .T-F1t251mmons‘} '
‘commercials? - o o o
o B . T-Britt- :
‘Group Project: Using one of , E ,
the major forms of advertising: . '
l. What percent is devoted ’ - : _ S
to advertlslng° AP . o
2. What percent is devotedv . ‘ : o ’

td factual information?
3. How is. the,consumer
- tréated? N , . C
4., What appeals are used°'~'_f' ' » T
5. Would you purchase it? I '

Bring in illustrations of as
many forms of advertlslng as
p0551b1e.

- . - “» B ‘_ . -




B - v l E - )
E -~ . - . » ° .. L - .
Concept Cla@éroom‘Expefiences' Resource Person
Minor sourges.of advertlglng-~ T
1, ,Coupoﬁb L S o .
.- a. fail e _— .
s = b. fagazines -, . s T
- . ' c. newspapers /. v o
: . - 2, Free samplas o L S W :
o ~a. :in store = S B
‘ - b, mail o o 3 ’
< 3." Packaging 2 ‘ T e
- 4. Digplay ' ' o e
; 5. Hghdbills ““ St
. O * 6. Wdard of mouth A ) -
Y P Take one product and find SRR B
LT illustratiohs of each type of .. . _ . .
- advertlslng. _ . A
Small Groups: Have thé/students N
de51gn an advertlslng campalgn for - R
. real or 1maglnary product using y . ,
three major and two minor forms' o RS
of advertising. These nfight be e
presented to the class, with the .
best ones used for display or *~ . - . 7
d exhibits in the hall. - E -

Consumer. through
Advertising

X

' Appealing-to the,

. sell each to four dlfferent age§%§;

Give each group e
How would they

Small Groups.
3. to 5 products.

- Faculty Member,
Teaching:
-Advertising °»
and types of people° SR e o

or A fa
Select five advertiséments. To:- S
what group is the advertisement - = - .
-appealing, and what technlque 1sﬁW‘AW S Ty
uwohmd’ o -
| — - | } :
DlSCHSSlon:A Different psycho- °' . »

logical appeals of advertising
(show examples as illustrations).-

1. Endorgement _ .

2. Peer group 1mp11cat10n : o SR

3. Sex appeal’ . : ' .

4. P0pular1ty ' o .®

5. Mascullnlty-femlnlnlty )
6. Power or prestige - - e
7. Irritant - o :

8. Success

10.} Desires

T “-’3’2 , : < o B s

@

o

9, Fears o ‘ ‘ o e A

foc)




5 Teacher-Student v :
Related BExperiencest References - Teacher Evaluation
. \’ ' : ’ ’ . R T
'/-_ Q ‘ ]
RO , p '
' > 4 : - .
. i
N 5 - ot 3z .
. o \‘\ - " ! @
. ] :7\‘ -
- W ¢ ' L g . -
ﬂ. . c ’ PSR
- \‘\; 'v -
= ‘ .- .o ! / o c ,
. : X 3‘ ] /“
~ Have poster contest for . . I
- coming school event. . . .
. t \
Make a collection of the ., S-Wilhelgs, ﬁelmerl -
different psychologmcal and Jelley . ‘
appeals for one: product « _
f'S Schoenfeld and L R
Have students create collage . Natella L e
of advertisements. ° ' o _ ; T
. ' ; §°Levy, Feldman, and o N
e D Sasserath . ' ’ i Ny
Group or individual progect. '» T-Gordon and Léy '
DeV1se advertisement using as . . ,
many apﬁeals as possible. ‘ T—Warmke, Wyll;e,;» )
O _ \\\) . & Wilson, and Eyster . RIS
| S 28 S T
> ~ ’ : ‘ )
B °“ » - (. .' "~
/ 4 .
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Concept - : iCla uf@Oﬂ Bxperlence@
Why . do advertisers use theue - Commercial
" peychological appeals to: - |Artist

influence consumers° o '

- ‘Reggource Person

kS ‘ K
w Ly ° »Sec héw many and whlch types S
: . ~ = of advertisements use more o

than one appeal. .  § .

- ‘Have students look at the various
-, sources of advertising. How dpes'
v o ~ the placement of these affect the -
at .~ .~ consumer? (Right vs. left side of .
: T .page, c¢olor vs. black and white, - N '
N -time of day, program association. )
Recognlzlng - _ From a' collection of advertlﬁements,
Misleading K~ - have students select those which are
- Advertising : .or cquld be misleading. What makes"
: ' R them mlsleadlng° - o

*

-

Porms Of- deceptlve advertlsln ;- . Staté Attorney.
. 1. Bait and s@itch-s ‘,k//?/ . General's = ‘
. 2. Mail frauds = - - %5 ' office . o
"~ 3. Limited supply e e e
- ~ 4. Contests . . ' -+ Local Postman
i - 5. Garies _ - o e -
. o 6. "Free" gifts, - , oy
~ . 7. Size and shape of _ %
- f-"packaglng :
. 8. Chain letters v ‘
- Student demonstration of . L
‘deceptive advertising. = o : , .

_ . Contest on deceptive'or’misfby',
o ' leadlng advertlslng. '

o : Advertlslng acceptance based on’

o the. maga21ne s reputatlon. -
‘Protection Against Have students dev1se ‘check llSt to’
Deception ] .. avoid deception in shopplng through

. ~ - aGVerglsements. -/
, 1. Be aware A
vy ;2.~'Be-1nformed 1
* - 3. Shop before you buy . ‘ o
. 4, Complain to the seller and/orf ‘ O
_ R , - company and/or. consumer R
. BT protectlve agency - ‘

‘» v . 7
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. s v/‘ , . - .
‘g - o 'Teacher—Student » '," . :
Related Experiences LT References - - ' _Teacher Evaluation
. ) a ' P-Fitzsimmons .
o1 & T~Oppenheim bl
» " T-Britt \
: . > ' . s .
Investlgate cost of p1a01ng |
an ad in- . |
i. Local newspaper . ' .
o2, Metropolitan newspaper :
S0 3. ;Radlo o T |
S oede TV LT -
- - Handbl 1s |
" Locate’ any misleading adver— . _8-Wilhelms, Heimerl "
tisements and brlng to class. 'wandzJelleyu B .
o - ' B 33 '“_ . . S Schoenfeld and I P .ﬁg' |
L S R ~ . ° Natella = - - L e
. . .:' R - L ' 4 S_Lev.yr Feldman, . ® o }
' ST - 00 and Sasserath . “'; .
_a;S Greer and Blggs S 'r' s
. .o e . - Gordon and Lee ' Lo Ce
Y - T—Tralstrup ‘ .
R , L ;:'q{ TuWarmkev;Wyllief* L . | - :
~. L . e T -Wilson, and Eyster . ' -«
SR oA -S-Schoenfeld.and - - ' . .
> , ! o o Lt Natella P s : .
T ] ’ * ) ‘ l}’ o -
s . S-Wllhelms, Helmerl RN
Prepare a written com- 4 and Jelley o
“plaint objectlng to .. Sy o _
L deceptlve advertlslng. T - e Levy, Féldman, and oo -
- . L Sasserath - - L e
."',A‘ " -. ) L ,D* . - . . K )
o 6. < ’ ' ST m—Gordon’and Lee .
Li . P T ,_T—Warﬁke,,Wyllie, . L PN
- .o._' e ‘.. - . Milson, and Eyster - ; )
co T meBrike B
A . . | e o ) ) . e e 'ob, .
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L * 3" . s ,
' o ® b S R A 'S ’ .
" " . a"q' ] ‘ 5',.‘ [ "' . '.
. . - T . g ) . 4 ) -
Concept .Clas sroom,Experlences b . Resource Person
. e ’ o ’
PN N Have' studen‘te report on- - -
' ’ 'regulazory agepeciesy fﬂ SO N
- 1. focal s e y
» . Bette? Buinegs. Burequk ‘
, - ( b. local communlcaﬁlons o )
, ' pedia . - N
' - - . €. voluntary consumer, agencmes \
i3 : d. Chamber of Commerce c .
2. State . , . :
) = “ ‘a. . consumer organizatiohs o
ﬁ- ar . b. Attorney General , .
- e 3. Federal. .
' = a. FTC o
o b. Voluntary Code of neWs o .
" Cs s media - - o
v ) / : C . FDA .
- / .
, R & :
Summary Give students three advertlsements ’
" to analyze (one should be- . ° 7 .
" deceptlve).. ..
e ” » ." o
T - l\
. B . ‘ .
"“c" .« . . .
.' {;&\'\ : . .. ‘v .
¢ L ’.‘Jﬁ“ 3 ¢ 5 i I
- . . T V 5
i . l- - oo N
B 6 s 3 4:5 o
' ) % N K ’ \
. ot ’ .
L3 ‘.P A ’ ‘ |
> ' ‘. ‘ - o
p( 12 ‘.:' -
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APPLIANCES

Generallzatlon-- In order to obtaln a hlgh degree of i~ °
satlsfactlon, the individual as a person engaged -
in the.dual role should correlate .the- fullest * .
- utilization of available resourcés and management . ‘
skills_ by carefully selecting and’ eff1c1ent1y S T
operatlng all avallable equlpment E .

PR

Cogln .
[

Objectives: De51gn eXperlences whlch w111 enable the
student to:” ' :

1. Descrlbe the functlon and use of appllances in the ﬂ“
famlly unlt o " e

“w

2. Develop a_Selection criteribn for appliances ~ °

./,.' i . . . ) : o . .

3. _Determlne the probable quallty‘pf ‘an. appllanCe by @,

gatherlng accurate information by test1ng agenc1es

4, Determine'the'need and %ée of an appllance in terms
Coe of individual or family “§oals, values, and standards-

v

\
5. Identlfy the relatlonshlp of management skllls, the
dual role of wage earner and’ homemaker, and family
“'resources in selecting and : ‘purchasing home appliances

o
»

6.Ah:Survey'the maintenance and operating coets'of’apiliances

-~
-

7.. Understand and evaluate the internal and external ;
7@ influences exerted on the family unit 1n the appllance,i
marketplace. '




r

" Student References:

-

"How TdﬁSelect Major Home Appllances“” o ¢ 50 for,$2;50 -
- Sears Roebuck & Co. , . . oo

JHS; SHS, Adult . .. | - ‘

gg? : Buylng AppllanCes , ‘ - Part of series

: : Consumey Education Serleﬁ, Book 3 T ‘ :
Glnn and Company i . T, .

'Your qulpment Dollar" S _f. Part of series
: Management. Instltute' v e e ( '
ousehold Finance o o B
o
’Teacher_heférenCes:' N - . .
"Brighter Washdays Resource Manual"o N ,$1.00 each
B Consumer Information,. Dept. 703 ) : '
Sears Roebuck & Co.
’"New Horlzons" E P - '$1.00 each
' Assoc1at10n of Appllance Manufacturers S
- Young Homemaker's Equlpment GUlde
. Louise Peet - S 5 ‘ .
: Towa State Unlvers;ty Press T S .
» . "1 Buying Guide Issue | : ?r'
' ' Consumer Union, Inc. o v ‘ ’ .
’ ) Household Equipment, 5th Edition
R ‘Louise J. Peet, Mary S. Pickett, -~
1. Mildred H.'Arnold, and Ilse H. Wolf - .
/ John Wiley & Sons © a | .
L Maytagvcompany |
B | - ‘Newton, Iowa
’},;, v |
B "
g 29 15 . R




£

w

v

Equlpment for.Modern LlVlng

. The’ Macmlllan COmpany
Equlpment in the House f
- Urenkranz and Inman .. -
Harper & Row Publishers

[N

Films and Filmstrips:

’

‘ "Small Wonders in. the Kltchen"
. Rubbermald,vInc.
' JHS SHS i,

K : "Teflon in the Kltchen" ,fi &\\\1-'
. Dupont ‘ e
~ 'JHS, SHS Co

. »i"An Electric Range" LD
A "Edison Electric Instltute i .
. - JHS, SHS, Adult . Lo
- "a Thought of Twd About a Pog or Two";
s - Aluminum Company of. Amerlca
JHS, SHS © :

"Focus on ‘Cookware" '
American Iron and’ Steel Instltute
JHS, SHS, Adult '

' "Car-A-Van"-(36 mln.)
Whlrlpool Corporatlon
Dist. by Modern Picture SerV1ces, Inc:

L3

Teacher Referenoeséui(qoh#inued)  1' SN

‘Betty Jané Johnson R J. él.&:




‘Additional Sources_of_Infoxmation;
“Consumer's Report"
Consumer’s:Union, Inc,

o "@onsumer Informatlon Blbllography"
' QSuperlntendent of Documents = . v _ v
Government Prlntlng Offlce n S o ¢
:TeaChlng Aids ln Consumer Economids . -
New York ,state Counc1l on Economlc Educatlon

. Consumer Educatlon, Materlals for an Elective Course
"The Unlver51ty of the State of New York -
Thé State'Education Department :
Bureau of Secondary Curriculum Development

IE _'"Portable Appllances, Their Seledtion and Use”
Sears Educator Resource Series -
Sears Roebuck & Co., Dept. 703

. ‘"Forecast" T oL

- “What's New. in Home Economics"

. ' * L
Pederal Trade Comm1551on - . 4 -

. Local pOWer company

. .
. ) A . . ! c . -
. R . . ’ .- o : X - W
v L. . . T . . . -

3,

o~
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gghceét,

N

-

- of Pergonal

mAwareness'c
Quality of
Appllances

é?: «

i_ hpplianceg .

'Fuggtion aud'Use

' Haye each student discuss advan-‘ , -
tages and disadvantages of his ‘ '.{ o7
. or hér appliance. :

'fDlscuss the value of s:
' approval ;

Have studento brlng to class one - :
'personal .appliance - there should. o =
be several. examples of each . )

product (electric shaver, hair

" dryer, heat uetter). B

Group appllanceo and havg ‘each :
student -tell how the appllance ’ R
was obtalned o i o :

. Dlscuss the selectlon crlterlon
fof each product, -

‘Compile ‘the above»lnforqulon to

develop a selection criterion, . 5

"0 . o .

Using one product, have class test
each model and rate’ accordlng to
selection crlterlon.

'What do they actually Lnow about :
their product, anfl what would o .
they "like to know? How might
~they obtain thls,unformatlon°

»

- //» - - ) . .
Evaluate the’ Yaiﬁous sources of . Representative
information. » "/ - from Local

l. Friends ( -~ . Utility Company-

2. 'Seals of épproval

+ ' 3, Guarantees§ and warrahtles .

. 4. publiwations = - . |

5. Private te'sting, : - ‘
organizaticns : ‘

Discuss the accuracy Jﬁ friends'-

1nformatlon. - ; J& : L o e
A . . A ,

é of

e
L0

Look at dlfferent prlva é testlng _
\organizations in terms of what - e ' .
their test criteria are, how pro- . ‘ '

ucts. are selected, and sponsorshlp.
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7 '_ /' TeaCher~Student o /
Réferences ' I Teacher Evaluatlon

- Related Experiences
f;_ P  S=Levy, Peldman, ‘and - : .
ce v .~ Sasserath =~ . ¢ e
'TéF1t251mmons
Students may W1sh to 1nter—' - ,,~-'ﬂg' ’
view several persons to see’ e
what criterion was used to . C :
~ select.a personal appliance, .. . v ‘ o ? T '
and the advantages and dis- , . , -~ - . = ' S
advantages dlscovered with A o R R
use. . : , : ' L . N
Students.might apply this = . e
. same test at home on other : o s
iapp;lances.. _ | ;. S

 Questionnaires might be used. * o : ‘
to determine this ‘among = . L T T 0
community families to sed ' ‘- ' : : R
what was done, and whether . , .

- any investigative process S - ' ) ' .
was followed. This might : o SR
lead to a class project of °
devising ways to 1nfprm i
community. :

"J.u

Locate examples of products - S-Levy, Feldman, and Cr

having seals of approval and - .Sasserath - . E o a
determlne what they really - . o T , //jE‘

 mean. . , - T-Fitzsimmons

Using the inforhation gained .~ T=Gordon and Lee - . .
from the questionnaires, the S : ’ _
‘students might develop group - S : RS B PO
projects to demonstrate ways e . : T
of informing'the publlc, - : C . A

‘locate any trends or-patterns . T _ A A
in family. 1nvest1gat10n ‘and : -
‘buying habits or testing b
methods for various appliances.

g 19
3 g

€2 :
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Concept _ ___Classroom Egperiences - . Resource Person

.. - . . Have students report on Lo ®
S -« various publicatidns. If any

- ~ have seals or guarantees, what L

SN - do they really 1nc&ude (sponsoxr- B . ’

' .. ing group, . testlng criteria, * - - :

.valldlty, etc. )? A o p

Crmterla for . E Discuss the crlterla for deter-

Appllance Selectlon mining need and use of an

v'appllanee to 1nc1ude- :

: . Work 1ntended* - W :

. Initial cost . : - : -
Liife span e I

Storage .-Q v -t

Operating cost; ' o

-Maintenance & xepair costs -

Values, goals & standards ‘ ’ o

Management of hhman and , . .

non=human resources . .

‘./

00 \l'c\m‘m_wwH

[ ] E * L[] * L]

Determlne need and usé of an
appllance.

l. Values, goals & standards
2. Individual and dual role
. - 3. Management skills o :
- -4, Available funds ' . S o ’
- 5. DLimited resources ’ o ’
' Discuss available power‘sources R .
‘ : in relatlonShlp to cost and
P - - - convenience.
' S : _ 1. Gas -
T . a. natural ;
- : b. synthetic- . i : )
2. Electric ] | L
a- A-_rc' _ ‘ . , ' :
. .bo DoCo ’ . ‘{5.@ . .
1 4. Coal . . ' o g - '
o 5. Kerbsene S
6. 0il
. -~ Discuss legal aspects whichimight Local Government
' : affect appr}ance selection.: Official-\\
l. LocaX building codes "t . :
2. Governmental wiring codes Lo . .
- 3. %Trade association standards = . . :

.

4. 7




&%

'+ Teacher~Student

Related Dxperlences ‘ References _ '7Teachervaaluation'

Have‘students creaté dlsplay : S e
on-bulletin board or display , : . -
case using 1nformat10n from A ’ o - v
their reports. ' T "

o or

'Prepare short consumer infer-.
matlon sheets.. N

B . .
- .

Small Groups- Devise crlterla S-Leith and
for determlnlng need and use Lumpkln
for: - B
1. Personal appliances - S~Levy, Feldman, and-

2. Small appliances ’ Sasserath . o ol
" a. kitchen - - o -
v — T-FltZSlmmons

-

- b.- workshop
.~ Ce. home-work oriented ; - . '
3. Major appliances - T-Gordon and Lee - e
- a.  kitchen : ' : ' v
b.. workshop
C. entertainment . E . o
d. recreation . o : ' . -
The same groups may wish to ' ] ' ' L '
.add individual or family needs
-and uses to the above criteria.

$

v

Gy
Y

85 o 21‘ '.




A o, v I ' ¥ - A
- Concept . ~ Classroom Experiences - e .Regource Pérson
Case Study. Conflict among , - Paned of Career
resources whiéh. might be. solved Woman, Home- .
: by purchase of equipment. '+ oriented Woman,
~» - Student solutiogs should 1ncludé ~-and Newly Marrled
1. Retail outlets : ~ + Woman ° ° .
2. Information =~ . . o
3. Increase of management -  ° L s
. skills .which would yield e e o
. o , .. reduction in, tension - e
LI : - 4. Repair and maintenance o

LB B

Compare the increased need for

- I ' equipment in the dual role of R ° ’
" - wage earner and homemaker. W e g
_ , - S
Purchase of . Review principles of planning'da ° = “.°>°
Appliances ~ consunier purchase as appllcable - e
e - . to appliances. e - . e )
o Al 1. a. Determlne need based ‘ .
: , on values, goals and o .
- standards ) - ,
b. Devise selectlon T
criterion . ST s T
. ’ v , 2. Gather information - a0
& . . 3. Comparison shop - S s TN
: & - 4. Consider additiondl hldden ,o o
. costs ' : o
bt Lo . ‘a. repalf and maintenance - L L
’ ' : “b. operating costs L ~ T
c. interest charges : .
d. installation costs = . ' .
‘e. additional eguiprent - Lse_ ot e
. needed for operation. E

. Prepare file of manuals of
caré and guarantees

. Multlplg Wses of appllance

. Dealer's reputation. -

. :Sources for purchase

, ‘a. catalog - » . S ,
p : R "b. wholesale house = - ne R

o ’ c.. discount house ° LT

.d.” appliarice store

. o Have students report on home .

. o . . activity of selecting a piece of ., .
t ' -~ equipment for the home or personal

use. .




.Teacher-Student

¢

- Related Experiences -

’s

Using selectibn criterion
developed in class and the;:
determlnlng need, _
- select one piece .of equlpment
the home and’'do a .
This could
an individual or

needed for
comparison study.
be done-on .
,Student team’ basis.

' Have students do a ' cost com-
» ' parison study based on the
‘Family Fimapcial Plan,. .
~cuss the advantages. and disad—
vantages. of different. methods
of purcha51ng”or rentlng.

_Students 1nd1V1dually or in
teams might demonstrate equip-
. ment having . mhltlple uses vVs.
| single use, and the factors
\,,lnvolved‘;n‘ch01ce-mak1ng.

Have students -create skitsg,

. -~ case studies, or role playing
to represent the confllct
among resources.

. methods of

References

—quy, Feldman, and
SasseratH ;

S Schoenfeld and-
Natella.

T-Fitzsimmons

xT-Gordon'éﬁdiLee

23
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- -Teacher Evaluation



Mdlnteﬁanéérand .
Operating Costs of
the Appllance

’ Demonstration-.
tance of eady operation, readabil-

Clagsroom Experiences .

lTake field trlp to manufacturer
‘or appllance dealer,

Have-students survey the models
of appliances: top of line, -
middle and bottom. Determine

if added features are worth the-
increased purchase price,

1ng 1nf0rmatlon gathered about
the individual piece of equlpment
for the home or, s self, “have , -
studentg réport ‘on: ’ .
1. Ease of operation * =~ .
2. Individual upkeep vs.: .

. professional’ upkeep .
3. Projected repair and .
., service’needed ' :
4, peratlhg costs -
5. 'Warrantles : L
6., -Guarantees. ' ' )
7. Convenlence of storage

t

‘show the 1mpor~',

ity and ease of understanding of
instructions, location:® of instruc-

 tions, use of accessories, and.

storage needs (use examples of
good and poor choices).

A

Discuss the relatlonshlp of value

. judgéments and actual performance.

/ lo S COlOr 1 . ) . - o
2. Desmgn , , , S
$. Trim ¢ .~ )
4. External influences
‘ (advertlslng)

/

Buzz Se551on- What types of
repairs’ could the average person.

‘do, and which would require pro—

fessional assistance?

Have each student investigateé‘
what it would ‘cost to repalr one
‘piece of equlpment.

s\ . . .o

i Industrial

.
P

©

‘Repairman ox -
ﬂSerV1ce o

'Representatlve

"Education &nd -

Technology

Teacher

< -




A,
1

¢

o SR [ Teacher—Student
Related Experiences - . - Referenceg

. ’

Teacher Evaluation
\ . » ‘,‘ "~ . .- ’

, y ML - ‘ ¢
- - N - .
- r . .
L. . <, . L . .

Have students‘look over equ1p~' -S-Levy, Feldman, and -
ment found in home. . What types - Sasserath
are represented, and how often ‘ ‘ ' o
are they used? How, long have T-Fitzsimmons ST,
they had the équipment?. What . - A o B
are the qperating costs? How o R
-~ often hasg it needed repair, and - . S e )
. what type of repair has been = . 4 - S
7 .needed (major or minor)? Where ) ' '
are the ingtructions? What , . ) S :
accedsories are invélved, and = - R ’ L
how well do they operate? This . " = S ST
- might .bé done usjing a check~ soae e e IR
- list method. = - A . ’ Lo ot ’

Make a community survey to see. . = - I T :
what influences’ the consumer and . . R N
. . to what extent. A chart of the . _ _ ST T ‘
. results might give the class a - - ST - :
new 1nslght and provide. add1t10n—~" o : R o ' Lo
al dl cussion ldeas.‘ L s 3 Lo e .
U31ng the 1nformatlon from the e N R
hope equipment survey, devise =~ . . | : SR .

' charts showing which equipment - o FRRA
», = areas will require the most .re~ e . e -
-, . pairs and which the least. . -The a ‘ o ‘ : Toa
- factors. involved should be . - B T I . o
' con51dered : oo T oo e P L

T ‘f?A g L “"853*_, }.:25,.00 e . o ,“.‘-“j




éonqut~

-

Classroom E@ex‘fiendes L,

c ‘Discuss the lmpcrtance of .
- knowing that service needs
and repalr costs are a part
@ﬁ'the “total purchase prlce.

Have each student brlng in a
. -warfanty or guarantee. Evaﬁuate
T, ‘each one in clasg. -
e L. Coverage - .
TR .2,.. Time limit , :

- . .. "3, DLimitation .clauses .
S 4.  Charges to make watrranty.
.o effective .

' LR : . P

Discuss the true value of a
"warranty or guarantee.

e Compare dlfferences between

.~ warranties and guaranteeu.
Use’ example@ of warrantlec and

’ : guarantees to see the numbexr of

*.. . limitations placed on each.

4 " Students may then rewrite one

T . .or-more .as they would lmke'to

‘have it appear.
Haye students ‘estimate what it
. would cogt to operate g¢ne

actual cost. ' Use as lead 1nto
« . discussion o the necessity of
A o know;ng operatlng costs before

. ' making the flnal’purchase.'ﬁ_;

5
& L
w *

‘ ﬂivide class into.teams_ of two
*.or three. Have each tean select.
a major appllance, ‘small appli-
ance, -or personal appliance “on
.which to report to the whole
class in.a step~by-step eValua*
tlon of the product.

t -
.
9

'

LA o appllance, and compare with . - .

1



. » - guarantees?. = - ﬁtww

w*the tru“

: - L ~'§. Teacher-Student S . o
Related Experiences . ' References Teacher Evaluation
- Survey the class and/or
community to ascertain:
1.  How many actually use .
the warranties and '

2. Do they retaln these ‘or-
. throw them awa??
3. How well .is the con~ .
' sumer informed about the
B -value of warrantley and
PR ;guarantees’

%4, - What are common. clauses'

found in each?.

‘;(fjﬁo' What is. the—average tlme .

limit? °

‘;'AG. What costs’ are 1nvolved

ln maklng these opera@le?
This 1nformatlon could be com-
piled into usable form for -

.consumer use, . - .

‘InterV1ew people dlrectly
connected with 2appliances to
‘determine operating costs,‘and

rprepare charts, bulletgn boards.;v

.oxr. fact sheets which iTlustrate
cost of an appllance.

- -
K
'
7
o’ "
‘o
v
4
.
L]
L e
~
¢
X
. n °
2
e
v
N
o
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~+ 7 CLOTHING PURCHASING . e
. a‘ o : o . N [ ) - )

K3 e 2

Generallzatlon- Chomcedmaklng done by the consumer in
: the clothlng market may be ‘a result of available
. resources, soclologlcal factors, (knowledge of - - »
-« fibers, fabrics,. fabrlc finishes, care, maintenance - = - .
., required, and consumer's needs), psychologlcal and I
"phy51olog1cal factors. . , o : : G

. ) . ' S R ST S A i . - o ' . - h & - T

.

e ~; : . . . i ‘
Objectlve~ Deslgn experlences whlch Wlll enable the
: 'student to- o ]

’ ]

.

1. Comprehend the 1nterrelatlonsh1ps of the physlcal,
. social, and. psychologlcal 1nf1uences on clothlng '
purchases ' _

-

, s 2. Identlfy the use of flbers, fabrlc flnlshes,;;
' textlles ag-a gulde in purchaslng clothlngv

of clothlng Lo I oA
L -4; Explaln varlous technlques the COnsumer mi h use to
._obtain the fullest satisfaction- 1n plannlng '
spendlng the clothlng dollar

\
I
'

e

. .',_ . . ey , .
5. Illustrate ‘the necesslty for plannlng and p
. the 1nd1v1dual and famlly Wardrobe
¢ .’ ) A * 6 ' ' ‘ ’ :.'o‘i L
B;- Determlne the 1nfluences on the consumer 1nﬁ
clothlng marketplace -

» ’ b

solutlons in meetlng famlly and personal cl thl
needs. S C e o , i

-
Y o
- . S . L &




L -
%

Student Referenceséb,7t;“o'f' f'fmf'A' o e

- "How To lect Young Underfashlons" o _;GIﬁLS,ONLY
A Sears Rbebuck & Co. o K
' JHS, SHS, Adult |

Also, has accompanylng fllm strlp..l | $6.00_forgunit o

'g""Selectlng Fashions"

' Sears Roebuck & Co. . ’ w e
JHS, SHS, Adult =~ I R
Free film strlps avallable for .. 0
"fall and sprlng. S , IR

v

EIRLS ONIY

«50 for §2.50

}-"Your Clothlng Dollar”‘ /',rt R
“ .-Money Manageméent Instltute N
Household E‘:manceﬁr o
-i;i"Dress Well for. thtle Money" SRR
*Consumer Education Serles, Book°1
Glnn and*Company S ‘ o
,ffﬁYou Are a Consumer of Clothlng o
-Pauline Garrett and Edward‘ﬂetzen
Boston Glnn ).',. RS

V

t“Teacher‘References:.‘“ R SE P ST I

‘\ |

e ey
/"Accent on Clothlng" R

Illln01s Teacers for Contemporaéy Rolesj

'O ..

e .

if. The Maytag Encyclopedla of Home/£aundrx v

Popular lerary e ‘ - L o

o

o . e " r 3 . , . .
L - ' o R . - . o - °
v . : . . - .
. a . g .
- . . Lo . Cr
R v i

Part of series -

Part of series



/

o ,-L\ 3 o :
/
, Films and Filmstrips:
.- "Your Wardrobe-and You" = . - ,
Money Management Instltute . ﬁ' P

Household Finance
/

"The Textlle Scene"
' Celanese Fiber Maanacturlng Company

Kit, also avallable.A '\:'

e

- Additional Sources of‘Information:

Consumer Information Bibliography
Superintendent of Documents ’
Government Prlntlng Offlce

" Consumer Conference Gulde- Clothlng

~-.Chamber of Commerce of the Unltéa Stetes.'

Z‘Federal Trade Comm1951on
National Cotton Council

- Leather Industries;of America .
. , ) o

Private industrial testing oxganizations '

[

.:30.

44

A
&
.
.0
.
-
o
»
-




Vk : \, I )

ot
a

%

Concept _ Classroom Experiences ~_Resource Person
Function and Purpose Buzz Session: Why do we wear

" of Clothing - clothihg? (Psychological reasons
- S .. for clothlng purchases.)
. "" i' ‘ " ‘.' t _.‘:or . . . . N 9
'Ask students to indicate if
they dress to impress:

1. Themselves -

2, Opposite sex -

3. Same sex

o s , ~ Conduct an opinion poll of
- o . .©  various students to determine
- "~ ‘clothing. fads, reasons for-
' clothing selection, and buying
habits to ascertain if there  is
, any relationship between age
o _ .. and clothlng selectlon.

v o - , Soc1al reasons for clothlng
o o ‘ - purchases:
’ 1. Social acceptability . -
2. Male~female roles - ' e
3. Peer group : S : o,
. . "4, Social functions ‘ TR E
5. Traditions ‘ : ' v LoeE.
. 6. Cultural background :
* 7. Environment - _ o .
. ey - Interpersonal reasons:
. ’ ' I, Values B
2. Goals

'1‘3.‘ standards’-

lee pre-planned short fashion

- .~ show to demonstrate: ce Lo ]'“ ‘
B 1. Craze . ‘ ‘ ¢
‘ : o 2. Fad
- R © . 3. Style
- - /.- 4., PFashion
T Be sure to include both men's

. and women's clothing. "
N = .

U

N\

4




- Trace a craze or fad from

'.Related Expermences

" Teacher-Student

U 1 ) ”.iv"

References

Teacher Evaluation

iz

Trace the hlstory of clothlng..

- Demonst ate how clothing style

changes’ have been reflected in
the economic marketplace over
a per%o of years.

‘Have students ‘observe a set

number of people in different
situations (work,.play, school,
social occasions) and tally
the types of clothing’ repre-
sented in each functlon. ’

its inception to the point

it .becomes an acceptable
- style (e.g., ladies'

“slacks) .

Group Project: Devise a fad
item to illustrate school
spirit and see if it.can be-
come an acceptable style '
w1th1n the school system.

'~Make a bulletin board dlspiay
. of pictures of students'"

mothers and ‘grandmothers to

illustrate classic styles which
" have remalned popular. (

S—Wllhelms, Helmerl,

" and Jelley

S-Levy, Feldman, and »
Sasserath '

‘\)
T~Gordon and Lee
7T-Trolstrup :
,.T-Oppenhelmﬂ L.

’T—Eltzs;mmons

W

R




Concept

ClaserGm"EXperienCES

’fA?y‘ . » . . °

. .
[t~ - . . . - EY

Resource Pgréon

Textiles

Care of Clothing .

&,

~ Apply each of ‘the above in-

} . the more popular synthetics,

'Make chart of basic advantages

Ma?e a display of the latest
fashion lodks - from current
magazines. Evaluate each 1ook
in terms of:

1. Popularlty

2, Cost

3. Durablllty

4. . Acceptability

Have an’"I Goofed Day.“ Have-

- each student bring in a shoppiﬁg'a

error and let class discuss

’ p0531ble aOluthDu. ,

Discuss factors 1nf1uenc1ng
clothing purchases for the

- individual. faml ly members:

. 1l. TCost e .
2, . Durablllty _ ‘ & .
"3, Maintenance - - ‘ o
4, Fad or style _ ,
- 5. Versatility = . ' L.
‘6. Occupation : s
7. Geograph1cal area

fluencing factors to specific o :
fibers. This should include the. . Fabric Buyer -
four major fibers.,and some of -

Demonstrate basic identification.
tegts for fibers and fabric. )

. finishes (e.g., alkaline, burn,
‘waterproof, wrinkleproof, etc.).

and dlsadvantages of each flber

- grouping, and where each might
. be used. ,

4

Questlonnalre- What do the

fabric finishing terms mean to: =~
1., Manufacturer :
2, Consunmer

' Have students bring 1n'clo£hing,' Students

hang tags and labels. Discuss:’

1. Usable information ‘given . salesclerk

2. Maintenance instructions ol

3. Legal requirements S Homemakers '
34 ':! A

~

Ao

[ o . . . . : - .
. B . ) Co -
> . i Tom .

Textiles Teaéher~
: >



v o

 Teacher-Student

- Teacher Evaluation

4

g

‘Group Project: Devise a pre-

test checklist or questionnaire

- -on what to look for when making
a clothlng purchase. -

-

‘Related Experiences ) _ References ,

LA

¢

‘Bulletin Board: Fibers, their S-Lévy,'Feldman, ana_
uses, and where each commonly Sasserath R

’ voccurs.

.Experlment: What is the effect .

»'T—Trolstrup .

‘of improper care of a fabric? ' T—Oppenhelm :

.

l. Washing a fabric which

_ should be dry-cleaned - ~,T-F1t251mmons
2. Incorrect water tempera~ .

, ture

3. Incorrect dryer tempera—

Y ture-

4, Rough handling
"d&4 5. Too alkaline soap -
“ 6. ,Others '

: DeV1se a. card Wthh could be
~ carried ,and easily used to
keep the consunter informed - on
. the fiber and fabric flnlSh
) telfﬂs . :

DeVlSe a record-keeplng system
for hang tags to include cloth-
-ing care, date anéep%ﬁéﬁ of o
purchase, and fiber content. ‘

Y o

35




Concept ‘Classroom Experiences _ Resource Person
Using information £rom hang tags
and labels, how would you malntaln

' garment°’ T e

S - What addltlonal 1nformat10n do you
—_— . : - need, and how’could you obtain it?

oo o . Discuss’ how fiber content will
Y ' determine life of garment, with
emphasis on proper care; and the
o relationship between flber content
—_— and cost of care.

. U51ng five garments from various
) '~ seasons, list the care each would
: . . require: - :
~~ 'l. storage ‘ .
2. Cleaning : - .
- .~ 3. Repair . - )
_ o - What is the cost J.nvolved'> Why . L ,
’ would this be a factor in ‘ ' .
: qloth}ng choices? e : ,

Getting«the‘Most Suggest methods of obtaining Mother of Several~:',

for the Clothing

needed clothing:

™~

. Discugs advantages and dlsad-
vantages of. each. ’

" 36
49

Chlldren ‘

Dollar 1. Home constructed
* '~y 2. Store purchased
_' . a. regular price
@ b. sale price
' c. time payment:
g . d. layaway .
3. . Thrift shop (used)
4, "Hand-me-downs" ’
5. Gifts | : -
. v Discuss advantages of .each ' ) A
» m and ways to obtain maximum o :
T .beneflt from each. ,
.
‘ C S /Make list of various retall
o ‘ /// clothlng outlets:.
- e T 1. Specialty shop
’ 2. Department store
v 3. ¢« Discount. store
- 4, Catalog - N
N 5. Independent




o

Related Experiencee~'

Teacher-Student

Evaluate a collectioh of
hang tags and labels.

Research Project: Obtaln'

ment 1nvolvement in consumer's

-interest. (E, g., care in-

structions on permanent garment
tags ‘= mainly on children's
clothing; Flammable Fabrics

' Act, National Safety Council. )

Experlment~ Use dlfferent
soaps, bleaches, enzyme pro-
ducts on a variety of stalns
and fabrlcs.

' Make a chart of the results and
_possible variables (soft water,
‘washlng method, ete.).

. Using several garments, demon~-

strate the advantages and dis-
advantages of garments which -
are:

1. Constructed at home

2.  Commercially constructed

This should also include equip-

ment, malntenance, costs, etc.

Have each student make an in-
ventory of - ‘his own wardrobe

‘and brlng to class. Using

students' inveritories, deter-
mine clothing wants and needs,
and discuss how they mlght be

obtalned . v o

“.Essay or»Project: If I had

_ _+ I would spend it
on . . . ’ '

,us—Levy, Feldman, and

 S-Greer and GibbS»
information concernlng govern— -

_References .,=' ' TPeacher Evaluation

4
P

Sasserath

.S—Schoenfeld and

‘Natella . L

.T—Trolstrup

T-Oppenheim .

"T~Fitzsimmons

"

»

~W11helms, Helmerl,
and Jelley

—Levy, Feldman, and
Sasserath

S-Greer'and Gibbs

S-Schoenfeld and

Natella R o
T-Trolstrup -
@ . . o ..
T-Oppenheim ’ R . ‘o
T-Fitzsimmons ,
: s - .
, . < '
- . 14
» i
¢ - . :
— Y ‘.
o (‘
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Coneept g __Classroom Experiences ' _ Resource PersénJ

N an %

Have students inventory own Fashion Model or
wardrobe and discuss ways of Buyer
. updating or stretbhiﬂg its ‘ , _ ,
. SN 1. DNew accessb#meg R ‘ ' @

3. Interchanging gomponentu
4, Up-dating ) ‘ .
- 5, Alterations ' S _ L a
6. Remodel present clotheg K s - L
- 7. Repair : S ’ ' .
. N 8. Available alternatlvea ' '
- Shopping for Small Group Have each group -
Pamily Members 3 list clothlng needs for varlous'i"”‘. . ‘
, - = age groups within the family oo .
' unit. . Lo . o -
Forum: Do's and Don'ts in . . | SRS ,
_ selecting. available clothing s " R
. , alternatlves. : B ‘

. : 'stng above llsts, how does the
life cycle affect the famlly
clothing expend1tures°

: - , Digcuss addltlonal factors

: : determining family priorities. L e 2
in the use of the clothing , ' : e '
dollar, alterxnating major e .
famlly purchases. e . E .

. ' ‘ ) Role Playlngv Confllcts. PN : -
R - arising from demands on the C IR B
N , clothing dollar and.the value

s R . judgements involved.

F e - , ' Bring to class several garments . SV -
=0 o of the same size to démonstrate -

' "~ variations ex1st1ng in slzlng o

;standards. ‘ S

,.Dlscuss the 1mportance of trylng
- on garment before purchase.

Interview mothers as to how they .
+ . gselect clothing for pre~school - R : €. ﬂ
* . children, teenagers, and adults.: o T 1

e

\ L - P




o V . » h ’ . . .. ‘ t'm\% *
- - .. Teacher~Student AR
Related Bx eriences - - " _References __Teacher Evaluatidn
’Interview others. about - ' T » L
alternatives used to stretch .- . - . v
the clothlng dollar., L ) S : :
!, B : ) ) . A
- ro = j
¢ o S . - ’ Py
3 SurVQy clethlng needs of famlly S-Levy, Feldmaﬁ, and
.« mefibers as seén by mother and . Sassérath ‘
conpare to class—devlsed llst o T ' o
S-Greer'and Gibbs ' - -
Con51&er1ng occupatlons, geo- = ,
.graphical area and family e -Schoenfe}d and : SR '
"values, .determine percqﬁt of .- Natella = : s . .. "
T family incomé which would be . , e ’ C
* ugsed for clothlng and how it . ~T-Trolstrup . = . T
smould be appropriated in a - A L . “
_ famlly situation, based orf . T-Fitzsimfons = ) v
- . 'ages, sex, occupation of fo o R .
father and/br dual role of . N v : o ’
mpther. y ' R T ' : . ST
' . “ y A
M ,.‘ ;’S’ . - © 9 -
o * » . "_f . - ‘.,' . A ’ _,A, “
Interv1ew ¢lothing buyer to :, . . ’ - :
: flnd out. R R ' ; R o : SN S " . : -
o 1. ‘Varldtlons in 51Zes ‘ ' R v ) - ‘
. 2.7 Conmspmef knowledge', . ..o
-, . ‘“3-- N BuYing habits ¢ 1 . . PR T e o ) " ! L8
~* 4.~ Suggestions for the . [ ./ ] ' ) E
5. . consumer X » 0T . e s




¢ . ) ¢’ '
.Concept - '~ - - Classroon Experiences B . 'Regvurce Person
(I P
. ; Evaluate the. fitting crlterla for: "
o o 1. Children (boys and glrlcr s
. A .. a; dinfants .. . :
I ' - b. teddlers - . -
. - C. pre—" Kool ‘ . -
Q. ‘ R e, boyu L SR . T .
P o T - £ subteenu~ e ' : ’
' ¢ : " g. teens . ° A 4
: o | ;- 2, Men © o e :
T -  3: Women, o e
. a. missesg . : ) ’
o _ b. women = = - % e
- -+ _ c. half wiZes . . v . .
D6's and Don'ts of - Split class into four teams,
Clothing Shopping : Have two teams create list of -
: ..~ .~ shopping Do's and two teams a ,
list of shopping Don'ts. Which _ -~
o - team made the best list? cOmpare
o 7 h . lists and devige & master llst. e
o AR D1@CUS9 the value of each 1tem on -~ . -
f 3 - .. _  the list in terms of: . - <o
- S 1. Individual congumer T -
T - ' 2; -Family consumer ~ B B
ROle play- Respon51b111ty of -the-
““consumer (changing sizes--one size .
T ) « _ top fwith another -size bottom: care =~ * . -
v ; ., of clothing while trying on; return— - .
, '1ng merchandlse). . SR _ —
‘ "/_v*..\“‘ ’ ' * N N -
L S ) T 1
 Summary ¢ . .Have students review their clothing”. R
e dnventory and select one needed 1tem,*¢\ a
e N . then describe steps and influences in - T
D maklng that selectmon. o . - o .
, . Role play the dec131on—mak1ng process ' P
BRI , . involved in clothing purchased -~ ’
ST < .. 1y ‘Mother - ‘daughter =
L : ST 2, - Mother - son - '
’ : i 3,' Father - " datighter
" Y 4, FPriend - friend i
' . a0 :
e ’




to obtain thelr v1ews and
'éuggestlons. _ L
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. Teacher»Stud@nt . ' ﬂ}
Related Experiences References Teacher Evaluatlon 1
. 7.‘ U‘:\v . . o '
[} » ) q’ b \
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. : ‘ ! i ‘ . ¢ ) Iy i
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AR sov
’ ‘: . ] » = . o~ i
<.t After mas ter list. has been S-Wilhelms, Heimerl : ’
completed, interview others to ’and Jelley ;‘»mf - S

S- Levy, Feldman, and | - | ®

"T—Trolstrupg L L,

Sassenath

.

T-Oppenheim

» 7 ) |
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’ . N .
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- Geﬁerallzatlonﬂ Internal -and externailinfluences"affeét

"Objectlve- 1551gnqexper1ences Wthh w111 enable the

.t % . CONSUMER PURCHASING
f; o e - o |

individual and family spending. . These forces may
determine the ‘degree of satlsfactlon the _consumer
recelves from the product. -

y

-
e .
K

L ) ] i | T o 3 . .‘:- ‘,

) ;student ﬁo. S » . ; B o
1. . Determlne thgrexternal 1nfluences exefted on the’ )
© consumer!s dec151ons Ln the marketplace
. : LA o - ‘ . e . LN
2. Buwaluate the various rétail outlets and determine
T the effectiveness of eac for the 1nd1v1dual .
3. Descrlbe the vaﬁéous retalllng methods utlllzed in -
1nfluencang the onsumer s spend;ng hablts ;'. R
. . ) B ‘\
.¢ < v o ‘ ’ * "» ) ’
- 4, Identlfy the psychologlcal 1nfluences on the = .
- consumer and famlly unit's spendlng p '
o . ~ "
5. + Devel®bp. ‘an awareness of the lnternal and external .
" factors, affedtlng the role of the consumer 1n the @ Y
economlc‘marketplace.: T , o e L
* ) - '\0 - . ] R . s . y, 4 N
A * o ' ' v i
>4‘ ‘ Y ’.
\ - C R "’. . !
O K GRS f
A ' ) “'
‘- ~ - [N ' ‘
” R . g’-r\ . o
‘ 4 “ ’ . « e K
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~Consumer, and Money Management

-
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. v
P
g
\
B
: »
@ 6.
SR
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.
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 Student References: ) , 2
' Refunds and Exchanges . ‘ ;{T
M Consumer Education- Serles, Bo LS .
. Ginn and Company . a -
-~ JHS and Remedial . . . L e
t ‘. . ‘. ) ; "’t .
4. nv' /
Y b _ ) v
Teacher Referencess S ’
T Get Your Money s Worxh :‘ , :
Aurelia Troyer '
-Holt, Rlnehart, & Wlns+on, Inec. - .. .
- Teachlng Aids in Consumer ECOnomlcs . '
- New York State Council on Economic Educatlon
State Unlver51ty of New York at Albany K o
‘Age of Adaptatlon ) ;’~ ;;.v o - R Q;m
Sears Roebuck & Co. * = = ’
:"’ ‘J C . ) . ‘-. #
- ,Q . . . ‘ ) M
- . & .. '43 ;_'{7 i . " ;
a b R
: E g



R

”

'~>concept_*

2

‘n

Egternal Influences
on the Consumer

U

"blassroom‘ﬁxpetiences
~As class enters room, have S
‘current hit record play.. '
~offer class- the followxng '

optlons' L
1. 20 songs by unknown
‘artists

2. Two record albums by ‘their

. favorite recording artists

~ 3. Taped recording by favorite
Y recording ar¥ists -

; Which one wotld they select and
why? Use as a lead for dis~
cussion on influencing factors
of advert1s1ng.-

Demonstratlon-' Have five brands
of one product for student exami-

‘Resource Person

nation. -

Let students select their

choice and tell why.

Follow with

-~} dlscusslon of -brand loyalty.

.

- . always did shop there.").

(38 .

.People shop where they feel com-
-fortable,
Store
will develop a psychological in-
fluence on the customer.

Sales personnel

Geographic locatlon
- Age appeal

Facilities provided

Price range avallable
Quality of merchandlse
Reputatlon of merchant
Services . proV1ded

Other’ factors

CoONAU HWNH

e e & 8 ®e e

How many . places could an item be
‘ purchased (types of stores)"

1. "Chain . AR
a, true T
\ b.- voluntary -
2. ‘Independent
-3. Discount
4. Door—tG*door
5. Department .
6. - Branch
7. Specialty
~. 8. Single lihe
< 9.

SN

Catalog sales

.,‘
s
R .

<3
]

o Hehy! 7
-J

or out of habit ("Mothet'

‘Panel of Store
Owners _ .




|
|

Teacher~$tudent
References

!

P

Related Experiences

-

©

Inventory storage shelves at-

. home.
one brand over another° Why?

’ ! o
Survey.other’classes'and}

» community people. Is one

- factor more important than’
the others? Do these vary
with age: groups? ' .

Have each student visit a
different store. Comparison -
shop for several. items. - Look -
- for quality, price, 1nfor-
mation, salesmanship, etc,”

Survey a wide range of people,
asking for the types of stores
~they commonly use.
dominant over another in the .

different age groups and areas

'Where they llve°

-

e
oo,

Does your mother prefer '

' /S-Levy, Feldman, and

-Is one pre- T—Gordon and Lee

S<Wilhelms, Heimerl,
and Jelley '

=3

) -S-Leith and Lumpkin-

- s—Levy, ‘Feldman, and

Sasserath

S—Schoenfeld and
Natella

_T-Gordoh.and Lee

1$-Fitzsimmons

T-Trolstrup

i

S-Wllhelms, Helmerl, v
and Jelley R e

'S—Leith and Lumpkin’

SaSserath

T—Trolstrup

B Teacher Evaluation |
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.

Clagsroom Experiences =~ . Resource Person

o e
Retailer's Methods

of Influencing the
Consumer ‘ ‘

.. Internal (Psycho-
 logical) Influences
. on the Consumer-

s

What kinds of stores do you most

-commonly use and why? (This will.
‘ show teacher a frame of reference ) ’

Based on students'-experrences,
discusg advantages and disadvan-
tages of each type of store. .

" Chart.on board the most common e

items sold in each ‘type of_store'
(chain stores,-fdod stores)

Select students to act,as. sales Sales Personnel
personnel to use dlfferent - Manager

selling techniques:

1. Hard sell : N e
2. Soft sell. o

‘3. Status symbol

. 4.,  Sex appeal , , 7
5. "Role 1dent1f1cat10n -

~ List the dlfferent ways a store
.influences ‘the consumer to buy.

1. Traffic)Mflow . .
‘2. Location and she1v1ng\
3. Lighting effects

4. Dlsplay

5. Music

6. Packaging of products
7. Odors ’

8. Interior decoration
9. Physical comfort
10. Parking

11. . Services

Report on Related Experiences“ > B

1y
g

Use role: playlng or' skits to

" show factors influencing the
purchase of an 1tem.

"

U51ng seVeral nodels, dlscuss one

product’ where “the only variance 1s

color - have students, select best

‘buy and indicate their selectlon ‘ .
'crlterlon. ' , S o B

. 5 . K}

- or

46 L




¢

’

\

: Comparlson shop for one item
" at’ three different types of - g

-

Teacher—student

c e

Related Bxperlences Referernces ‘TeaCHédeValuation
. Group Project: U51ng the sui- ) .

vey results, can any pattern be °

~established which would show'a ;-

relationship ﬁetween the domi~- *
nant choice and the advantages \
and dlsadvantages of each? ,;

Group Project: Using a 01ty °
map, chgrt the stores -most
 commonly used. What are the
1nfluenc1ng factors -
Quest10nna1re~ What selllng S-Wilhelms, He1mer1
technique "turns you off?" . and Jelley
Is there-a dominant factor - - . ?
among age grouplngs° . ‘,5~Le1th and Lumpkln

&

"borho6d store to sée how many - Sasserath’
- different ways the, consumer. is’ ’
1nfluenced - T—Gordon and Lee

Have sgudents v151t a\nelgh— 'S ~Levy, Feldman, and

(5]

T-F1t251mmons"

- stores. How much does the
price vary,'and what causes the - '

- these price fluctuations? - N :
This might be used as a ﬁleld . . .

" trip.. '

T—Trolstrup

v

- Or take common foods and flll

‘in prices in the follow1ng
chart._ )

4

' Fresh/Dfied/Frdzen/Canned,

' Potatoes - ~ ' ' T . S
- Onions o B | - v : A

. x.’"

——— - , oy

b B

vise skits or case studies .7
'Dﬁdch would show the influence
'of internal factors on ¢on-.
sumer purchases.

,}?&

‘and Jelley

Sasserath

s a T S-Schoenfeld and
> o , ) ' . Natella -

)

—Wllhelﬁs, Helmerl,u'q

S- Levy, Feldman, and'

*s



» Yy .
. 4 : \
e e .

Concept . iCla sroom Experlences ~ __Resouxce Person

Skit: Door—tOwdoor salesman who
- appeals to psychologicadi-and
v . emotional lngecurlty. '
_ Dlscuss 1nternal factorg as they - _
affect consumer- buyings: < R
1. - TFeeling of belonging
2, Freedom to make decisions e
3. 'status symbols =~ .
4, Personal preference

. S D ast experience -
< : 6. 'Cultural background
+ . ) L ) ) F'd }
'Summary o -~ small Groups: Disquss a student's

most recent purchase and the c
factors Wthh 1nfluenced his ch01ce.

o

r

o®




)

. (Suggestion: ' carpet samples.)

4

4

-

a

Teacher~Student

¥ .

Related Experiencés

Quaestionnaire: Given three
products among which ‘the
variances are allpsycho-

~logical ones, which one Wwould -

be selected most often? -

What was the family's mést
-recent purchase and what were
the influencing factors?

‘References

T~Gordon: and Lee

v'T-Trolstrub

/
62
49 e

Teacher Evaluation’




-~ cmepIT

L

, : Generallzatlon- The use of credlt buying has become an
: ’ integral part of the famlly spending habits. In order”
" to achieve maximum use of credit, the wage earner and
. ~ homemaker must determine the sources; survey the types
. . of retail credit; and evaluate each of these in- terms
’ . of gervices or goods obtalned to meet the consumer S .
'wants or needs. :

&

Objectlve- Design experlences whlch will enable the
. ~ student to- ,

S . ’

VO L.

_f\\g*;; 1. Describe~how=creait is used o |
o ) ‘-. ) . v . ‘ . ‘ . . - /

- 2. Determine and evaluate the sources of consumer credit .

. 'identifv the types of retail credit ayailable : gil L
i v i ' . ) ' » . H— . )
4, ' Desdribé”and,evaluate the credit-gfanting institﬁtionst : /'
, . _ : } : v ]

5. Recognize the importance-of credit_ratinqs '

6. Determine’ the- relationship of consumer credit and.its
effects on pufbha51nd power o

L. : "
\ . . . ““l. ',,

Te »Deflne 1nstallment buylng as it relateq to the indi-
-~ vidual and family as consuming units .

N i Y ) : - L f

1 i

- B. Identlfy the components of the credlt contracts and
‘ their effect on{flnanclal plannlng \

- . . N

9. = Locate the similarities in credit contracts as a means
- " of \Comparison shopplng for 1ncreased dollar purcha51ng
*power_ : : :

@? 50
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CodMey

- 10..

12,

y

S,

‘3"
~

Relate the factors determl

9

businessman and the consumer

Cite the problems whlch mi

use of credlt

Develop techniques for effective use of redit,
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ight result from improper
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nlng credit costs to the
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Student References:
"It's Your Credit - Manage It Wisely" * ~  $.50 per copy .
Money Management In titute . v ' : 7
SHS, Adult g L . 3
’ "Two Faces of Debt" - ’ o ‘Freé' -
é Pederal Reserve Bank of Chlcago o S e .
SHS, Adult ‘ . o T o
"Credlt and Credlt Cards" ' . Free ’
‘Federal Reserve Bank of San Fran01sco S
JHS, SHS . _ _
uTruth in Lendlng. What It Means.for . Eree' v'g'J
__ Consumer Credit" o IR s
Pederal Reserve Bank of Phlladelphla .
"Managlng Your Family'Credit“ . Free ’
"Truth-ln-Lendlng.' What It Means to. % “Freé v ..
‘You" - - S S '
Credit Unlon N .,
SHS’ Adu1t